Interpersonal face-to-face communication is the key value creation aspect of direct selling business model. Nowadays more and more sellers employ virtual communication channels. 
Introduction
Internet technologies are increasingly viewed as the drivers for business development in various industries. Implementing technologies companies are changing their business models to generate and capture more value.
For business model of direct selling, where distributer's activities and interpersonal communication are the key subjects of value delivery and catch mechanisms, these changes are staminal.
The key players and value creators in the direct selling (DS) business model (BM) are distributors. Distributor is defined as a salesperson in the distribution channel of direct selling industry. Distributors are considered as individual small enterprises. On emerging markets direct selling industry fill the gap in weak distribution system, especially in regions. For citizens direct selling is the source for incomes increase.
A business model articulates a value proposition and activities to generate and capture value.
In direct selling traditionally communication with customers is the key aspect. Communication is based on demonstrations and personal engagement that make the buying process highly tangible and multisensory for consumers. Sometimes this relationship creates more value than the product itself (Luk, Fullgrabe, Yi, 1996) . Sanan (1997) argues that the face-to-face meeting is the key descriptor of direct selling that gives it a competitive edge over other distribution channels. For example, beauty product consultants conduct customized makeovers and "teach skin care" instead of "sell cosmetics" (Biggart 1989; Peterson, Wotruba 1996) . Some direct selling approaches reframe selling as "sharing" ideas and good products with friends (Grayson, 2007) . The close involvement with the product and personal communication has been a key differentiating feature of direct selling when compared to other methods of sales and communication with potential customers (Peterson, Wotruba 1996) . The above statements from previous research are confirmed with our empirical data in 2014. According to the results of the survey 85.1 % of respondents indicated "Individual approach to the customer" as the most valuable aspect of direct selling channel.
Today communications could be conducted electronically instead of face-to-face, thus hindering a traditional relational element. Consumers have got easy access to any information, so role and importance of distributor as an informer shifts. For example, thousands on-line videos in
Youtube and other resources realize informative, education and reference, advising functions.
Therefore, the sharing of information and education in a personalized manner is no longer a competitive advantage. Technologies have got positive or negative effects on the sales job, nevertheless social media are identified as a dominant new customer communication tool (Marshall et al, 2012 Consumers are increasingly turning to information technology systems including social media to gain knowledge about products and companies (Crittenden et al. 2010; Ferrell, Gonzalez-Padron, Ferrell 2010; Sharma, Sheth 2010 (Ferrell, Gonzalez-Padron, Ferrell, 2010) .
Information technologies are bringing both new opportunities and challenges. On the one hand companies can easily and quickly communicate with partners, customers and community.
On the other hand, consumers can straightforwardly look for the any market information about products, competitors and prices. In other words customers have got near perfect market information (dsa.com). Instant access to an endless source of information and low switching costs may provoke regular change of vendors.
Theoretical background
Over the years several researches have traced the impact of technologies on various aspects of the sales domain. Although sales technology applications have been found to reduce costs, increase sales efficiency, facilitate supply chain activities such as ordering, or deliveries, and encourage lasting customer relationships, the overall fit between the sales process tasks and the sales technology portfolio requires firms to proceed cautiously in sales technology implementations (Hunter and Perrault 2006) . Study in the real estate industry showed that implementation of sales automation changes the role of the salespeople and creates job insecurity (Speier, Venkatesh 2002).
Virtual communication impacts value of personal interaction from a consumer perspective.
Usage of Internet technologies for communication may improve productivity, but challenge the customary "high-touch" tradition in the industry (Ferrell, Gonzalez-Padron, Ferrell, 2010) .
To the best of our knowledge, no academic research exists that measures performance effects from web-based communication within a direct selling context. If web-based technologies give advantages in communication with customers. Hence, the current study makes several contributions. Research question of the paper: Whether usage of Internet technologies for communication with customers enables distributors to achieve greater levels of performance.
Hypothesis development

Usage of Internet for communication with customers and performance
In spite of all apprehensions emerging technologies are irreversibly embedding into direct selling industry. Internet technologies become integral part of communication with customers and companies. According to the survey data almost half of distributors use the Internet (47%) and e-mail (34.1%) for customers search and communication. 55% of distributors use Internet to communicate with the company and placing orders.
Internet-based communications implies various tools including relationship-Oriented
Social Media: blogs, wikis, video sharing sites, web-based e-mail services that are free of charge, mashups, folksonomies, virtual communities, and other web services (Kaplan and Haenlein 2010) . Table 1 shows the most popular tools used in direct selling industry. 
2.2.Usage of Internet for communication with customer in different age groups
Communication strategies crucially differ depending on the age of target audience. Younger generation tend to be more proficient technology users, while senior generation need more time for adaptation and mastering of new technologies. Therefore the sample was additionally splited into groups according to the age parameter as follows: distributors under 35 years and people at the age of 35 and older.
Tab. 3. Age structure of distributors in sample
Competitive pressures to respond to the "Net-generation" and the growing use of technology among all age groups require the direct selling industry to discover the right balance of high tech and high touch (Norris, 2007) . Younger salespeople are more comfortable building virtual relationships. Younger salespeople are using social media in every aspect of their livesbringing their non-work world into the workplace (Marshall et al, 2012 Total 5680 100,0%
The age disproportion exists among distributors, as it seen from the sample age structure (Table 3 ). The share of youth is much lower. As it is seen from the figure 3 the share of Internet and email users declines with the age. We aggregate respondent in to groups at the age under 35 years and over 35 years. The criterion for such division is an official categorization of people at the age under 35 as "youth".
The sample age structure is shown in the Table 3 . For each group hypothesis were stated.
H2:
Usage of Internet and e-mail for communication by young distributors enables the distributors to achieve greater mean levels of performance.
H3:
Usage of Internet and e-mail for communication by senior distributors enables the distributors to achieve greater mean levels of performance.
2.3.Internet usage and efficiency in big and small cities
Spread of technologies is not homogeneous in different locations. Internet technologies are widely spread in metropolises. In big cities people tend to use Internet for purchasing goods and cosmetics more regularly. Contra the level of Internet expansion is lower in rural areas (Table 4 ).
In small cities and rural locations communication tools tend to be more conventional. Therefor the sample was additionally spited into groups according to the location type (urban and rural areas). [2014] [2015] In the research we assume that Internet communication will give more benefits for the distributors from big cities. The following hypotheses were stated:
H4: Usage of Internet and e-mail for communication in big cities enables the distributors to achieve greater levels of efficiency.
H5:
Usage of Internet and e-mail for communication in rural areas enables the distributors to achieve greater levels of efficiency.
Methodology
To find the answer to the question, we employ quantitative method of analysis. The data was collected jointly with the Direct Selling Association (RDSA). The paper-based survey was held in 2014 and included 5694 respondents.
The sampling frame includes distributors from 74 regions. The questionnaire was composed from 36 questions concerning characteristics of distributors and various aspects their business activities.
Survey included 16 top DS companies. In the research we consider only single level direct selling business model, where salespeople devote all efforts to selling and achieve all compensation based on their own sales and do not build an organization via recruiting and training (Brodie et al. 2002) .
Performance is measured by self-report on income. It should be noted that distributors spend different number of hours on sales: from 1 hour up to 40 hours per week. To test our hypothesis we use earnings per month and earnings per hour. Earnings per hour is the best common measure of distributors performance, since it directly reflects sales volume which is their primary performance goal (Wotruba,1990) . Performance is calculated by earnings per hour based on two separate questionnaire answers. One involved self-report on rubble earnings. Selfreported performance has been shown to be reliable in previous sales force research (Churchill et al. 1985) . The other question measured hours worked per week.
In the research we have different categories of Internet users identified by the factor of «frequency of Internet and e-mail usage». The questionnaire included the following questions:
"Have you used Internet for communication with customers to sell your products" and "Have you used e-mail for communication with customers to sell your products". The questionnaire has four possible answers as follows: no (do not use), seldom, often, and regularly. Further we compare performance in four groups.
Frequency of Internet usage served as the factor in a one-way analysis of variance with the income per hour as the dependent variable. Efficiency output data were compared between the groups to determine whether differences exist between the mean values of performance outcomes.
Analysis and results
It is important to mention, that from the total sample we have excluded 773 distributors, who use products only for personal use. Table 5 presents results of statistical analysis.
Differences are considered statistically significant at a level of P > 0.05. The difference in performance between internet users and "not-users" is significant. All hypotheses are supported.
Internet and e-mail users have got better performance.
Tab.5. Performance of distributors in four groups of Internet users (earning per month)
But as it was mentioned before distributors spend different number of hours per week for direct selling (figure 4). So we check performance for 8 different groups of distributors who spend various number of hours for direct selling per week. Table 6 presents the results of the analysis. Thought-provoking results were received for group of distributors spending for direst selling 15-19 hours per week. The difference between internet users and not-users was significant. But correlation was negative. Frequent usage of Internet has got negative impact on performance.
The above results bring to the idea to check if there is a distinction in Internet usage between eight groups. The difference is significant (sig.=0,00), therefore we have to look for some more evidence for our hypothesis. To confirm the result the same hypothesis are tested relatively to income of distributors per hour. (Figure 4 ). Concerning email the analysis of variance shows that differences are statistically significant (sig. 0,044) at a level of P > 0.05. Regular e-mail usage enables the distributors to achieve greater levels of efficiency.
H1 predicts higher levels of performance for Internet users versus non Internet users. The results support this hypothesis partially.
Conclusion on H1:
Internet communication tools usage does not enable the distributors to achieve greater levels of performance.
However, regular usage of e-mail for communication with customers has positive impact on performance.
Different age groups
In the second part of the two samples are treated separately: young people aged 18 to 34 years of age and over 35 distributors. Hypothesis H2 and H3 proposed differences in performance for the young and senior distributors. It was assumed that the use of the Internet will have a significant impact on the effectiveness of youth and little effect on the activity of over 35 distributors. Internet does not enable distributors at the age over 35 to achieve greater results.
Different location size
Contrary to expectations Internet does not give much benefit for distributors in big cities.
The results showed no significant differences between the four groups of Internet users.
However usage of e-mail for communication with customers comes out to increase performance of distributors in big cities. It is important to mention that the difference within groups is significant. That means that regular e-mail usage give benefits for distributors (Figure 7 ). 
